HIGHLIGHTS OF JANUARY DIRECT MAIL NEWS 


[] “CONVENTION BY MAIL” MAN- 
UAL has been completed by the 
Graphic Arts Victory Committee. 
This work is so important that we 
asked permission to reproduce it in 
this issue of The Reporter. Not all 
of you stage conventions . .. but 
most of you belong to organizations 
which have held conventions in the 
past. After you have read the 16 
pages of advice and suggestions ... 
pass your copy along to someone 
worried with convention planning. 


For your information, the research 
work on the Convention-by-Mail man- 
ual was handled by a committee 
headed by Charlie Morris of the J. 
E. Linde Paper Company. The plan- 
ning of form, method and channels 
of distribution was handled by a 
committee headed by Richard Mess- 
ner of E. E. Brogle Company. Lay- 
out, design and the suggestions for 
novelty treatment (see center spread) 
handled by a talent committee head- 
ed by Frank Sohl and Norman Gith- 
ens of Githens-Sohl, New York City. 
Finished copy writing from research 
material supplied was handled by 
Paul Muchnick of Popular Science 
Magazine, New York City. 


Copies of the Convention-by-Mail 
manual are being furnished to all 
participants in the Graphic Arts Vic- 
tory Committee, to all the local 
Graphic Arts committees . .. and dis- 
tribution to the secretaries of trade 
associations is being handled by the 
United States Chamber of Commerce. 


This is one concrete example of 
how the Graphic Arts field can co- 
operate with the government on a 
specific project. We would like to 
hear what the readers of The Re- 
porter think of the job. 


[}] NOTES ABOUT THE GRAPHIC 
ARTS VICTORY COMMITTEE. The 
GAVC is gaining more and more 
speed. Members of the research 
branch of the committee are hard 
at work down in Washington put- 
ting the finishing touches on the com- 
plicated job of producing a Guide 
Book for the users of wartime print- 
ed promotion. 


Information has been collected 

from. every government department 

and it is now a job of editing 

and production. Many of the pages 

are already in type form and the 

committee is promising the Guide 
Book “some time in February.” 

R. Reid Vance of Columbus, Ohio 
has been named chairman of the 
regional and local committees. He 
is secretary of The Printing Arts As- 
sociation of Columbus; also secretary 
of the Ohio Printers Federation; al- 
so president of the Graphic Arts 
Trade Executives, with members in 
nearly every city where Graphic Arts 
associations exist. 


Mr. Vance recently went to Wash- 
ington to see for himself the progress 
that had been made in gearing print- 
ing to the war effort. Behind the 
scenes and without much publicity, 
the GAVC is aiding numerous de- 
partments of the government in plan- 
ning promotion that will help put 
across vital information about many 
urgent Victory projects. 


You will be hearing more about 
them from now on. 


[] BEST BABY ANNOUNCEMENT 
of the current crop issued by the 
Paul Slawter’s of Stewart Manor, 
Long Island. 


VORE 


It’s an exact miniature reproduc- 
tion of PM, only they’ve changed 
the letters to spell PS (Paul Slaw- 
ter.) Front page is in PM style with 
headlines and index. Top block car- 
ries the PM slogan “PS Sells No Ad- 
vertising.” The bottom of the block 
reads “PS Couldn’t Sell Ads If It 
Tried.” The other three pages are 
in typical PM style and the copy is 
“delightful.” 


[] FINE BOOKLET. One of the best 
booklets of “what we are doing” 
crop, is recent 54” x 84”, 16 pages 
and cover colorful booklet issued by 
the Industrial Rayon Corporation, 
Cleveland, Ohio. Naturally .. . tells 
the story of what rayon is doing in 
the war and on the home front. Back 
of booklet lists the employees now 
in the armed forces. 


[] UNUNDERSTANDABLE MAIL- 
ING. This reporter has read the eight 
page circular together with a sim- 
ulated check for $1,000 received from 
the National Prosperity Legion, De- 
partment A, 5307 Ravenswood Ave- 
nue, Chicago, Illinois. In fact, we’ve 
read it a number of times... but we 
still can’t understand what the mail- 
ing is about; what the recipient is 
supposed to do or what the check 
for $1,000 is supposed to be (it’s not 
supposed to be signed “unless and 
until fund is available.’’) 


If any of you readers of The Re- 
porter would like to see and study an 
ununderstandable mailing, we sug- 
gest that you send a cautious inquiry 
(on a post card, for example) to the 
address given. If you find out what 
it’s all about, let us know. 
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Out of Champion’s southern timberlands comes wood for 
conversion into pulp for vital war use. Pulp is a necessary 
ingredient in the manufacture of explosives for the United 
Nations, and in the production of sheil containers, water- 
proof wrapping for mechanical parts and food, and other 
necessities for fighting men. Pulp and paper take a most 
important place, too, as substitute materials for certain crit- 


ical metals. With roaring, battering guns, and with the gen- 








tler persuasion of the printed page, Champion pulp and 


paper continue to fight a tough, winning battle for America. 








THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO... CANTON, N. C.... HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, tonds, Envelope 
and Tablet Writing . . . 2,000,000 Pounds a Day 
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The WPB has issued an order re- 
stricting printers to 90% of the total 
tonnage of paper used in the corre- 
sponding period in 1941. Exceptions 
are made for paper used in producing 
government or other specified work. 


It is to be expected that there may 
be further restrictions ... but we 
can’t see where this order is at all 
serious for the printing industry. 
Many printers would not be able to 
produce 90% of their 1941 volume, 
plus the work they are getting from 
the government and other essential 
exceptions. 


When we think of all the time 
that has been wasted by printers 
and paper manufacturers worrying 
and fretting about these possible re- 
strictions ... it makes us groan. 

We have argued for some time 
“stop worrying about restrictions... 
make what you can get do a better 
job in helping the war effort.” 


We think that is still good advice. 
We think everyone should be think- 


PAPER 


ing about cutting out frills and about 
getting down to the solid rock of 
good sense in printed promotion. We 
know that almost everyone in the Di- 
rect Mail business could make up 
much more than a 10% reduction 
... by eliminating the wasteful prac- 
tices of the past. 


For instance ... we talked to a 
mail order man just the other day. 
He recently ran a very interesting 
experiment. His letters in the past 
have usually run three pages. Short- 
er letters did not seem to do the 
trick. Frequently in the past they 
have experimented with the letters 
multigraphed on both sides of the 
sheet (in order to save paper.) That 
procedure invariably reduced the 
number of returns. (Other mail order 
people have had about the same ex- 
perience. ) 


But this particular mail order man 
decided to run a different kind of an 
experiment. He shortened his letter 
to one page and multigraphed that 


SETUATION 


on a regular letterhead. He took the 
balance of the original three page 
letter and made that copy into a 
memorandum, which he multigraphed 
on both sides of the second sheet. 
He referred to the memorandum in 
his letter. On the bottom of the let- 
terhead he multigraphed his order 
form, and asked recipients to fill in 
the bottom of the letter and mail 
it back in the “accompanying return 
envelope.” 


That test outpulled the three page 
letter printed on one side of the 
sheet. He saved one sheet of letter- 
head stock and he saved a separate 
order form ... which is quite a sav- 
ing on mailings running as high as 
300,000. 


So we Say again... stop worry- 
ing about restrictions and possible 
further restrictions. Spend more time 
doing some serious thinking on how 
you can do your job better with the 
supplies that are available. 





SUGGESTION FOR THE POST OFFICE 


Walter E. Meinzer of A. Sulka & 
Company, 661 Fifth Avenue, New 
York, has just sent a letter to the 
Postmaster General of the United 
States ... making a suggestion for 
time saving in the Post Office Depart- 
ment. Walter sent us a copy... and 
it’s worth reprinting here. Perhaps 
some of the readers of The Reporter 
would like to correspond with Mr. 
Meinzer about this subject. 


Mr. Frank C. Walker 
Postmaster General 
Washington, D. C. 
Dear Sir: 

In examining the envelopes of our 
catalogs returned by post offices all 
over the country, because of non-de- 
livery, a though: occurred to the writ- 
er that you might be receptive to an 
idea, which, if put into practice in all 
post offices, would result in a sizable 
saving of man-power hours, and re- 
lieve the burden of over-worked, re- 
duced staffs. 


To begin with, and to give you an 
appreciation of the labor-saving possi- 
bilities if the idea could be applied to 
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mailings of all companies, we _ will 
state that in the pre-holiday season 
we mailed over 70,000 24-page cata- 
logs in envelopes approximately 6” x 
8”. The envelopes bore a “Return Post- 
age” guarantee as well as a request to 
the Postmaster that if addressee had 
removed, to notify us on Form 3547— 
postage for which was guaranteed. 


Thus far, returns for non-delivery 
amount to 3,842 (approximately 5%%) 
and it is these returns that give a clue 
to a labor-saving idea. A sample analysis 
shows that almost 50% of them have 
been postmarked on the back—indicat- 
ing the date when, or the place from 
which (or both) they were returned by 
the post office that could not make de- 
livery. To our mind this is a non-essen- 
tial bit of information, useless to the 
mailer, and given to him at the expense 
of labor in the post offices. Even if the 
dates of the returns could be proved to 
be of some value to him, he hardly is 
entitled to such service, considering the 
privilege given to him at the original 
point of mailing—and represented by a 
low rate on 200 or more pieces deposited 
at one time. 


It is the writer’s opinion that if all 


post offices were notified to discontinue 
date-stamping or even place-stamping 
the backs of pieces of permit mail that 
are undeliverable, and were told to 
limit the return service to the usual 
non-delivery rubber-stamp explanations 
on the faces of such pieces—a very 
great number of man-power hours 
could be released in the post offices, 
to the benefit of everyone concerned. 
He hopes you will not have to have an 
act of Congress passed to put the rec- 
ommendation into effect. 


[] GOOD POSTAGE COMPUTER 
has just been issued by the Pitney- 
Bowes Postage Meter Company, 
Stamford, Connecticut. It’s a 64” x 
3%” stiff envelope affair with an in- 
side sliding card which can be pulled 
out both ways. On the left postage 
rates for various classes of first, sec- 
ond and third class mail appear 
through cut-out discs. On the right, 
fourth class parcel post rates are 
computed for various zones. Should 
be on every mailer’s desk. 
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~| ADVERTISING A CLOSING. That 
was a fine promotion .. . by Haley’s 
(auto service) 2020 M Street, N. W., 
Washington, D. C. They took a full 
page ad in the Washington papers 
headed “We can’t afford full pages 
often!”’ 


One paragraph read: “But once in 
a while something happens which 
makes us swell up with pride . 
and DOGGONIT ... we want peo- 
ple to know about it! That’s why 
we're taking this page for the fol- 
lowing announcement.” 


Then the advertisement announced 
that Haley’s would be closed tomor- 
row ... “not because someone died 

. but that someone might live.” 
The story revealed that all Haley 
employees (including the bosses) 
were donating blood to the Ameri- 
can Red Cross. Full page advertise- 
ment was reproduced and mailed to 
the customer list. 


(}) WE LIKE GOOD WILL STORIES 

and here’s a pretty good one. 
Many manufacturers this last Christ- 
mas included their former employ- 
ees, now in the service, in their bonus 
payments. The Cutting Room Appli- 
ances Corporation, 45 West 25th St., 
New York City sent bonds to all men 
in the armed forces who had been 
employed by the company. Harrison 
Bard showed us an unsolicited let- 
ter from one of the boys. It is worth 
reprinting here. Such letters should 
help on the production front. 


Dear Mr. Gilbert: 


I received the letter and gift you 
sent me and I want to thank you very 
much for it. The United States is a 
great country, and buying a share in 
America in the form of War Bonds is 
truly the finest gift anyone can give or 
receive. I am proud of my present oc- 
cupation of being part of the greatest 
army in the world. True, I am a very 
minor cog in a great big wheel, but it 
is the little guy from the various sec- 
tions of our land that are doing glori- 
ous feats on the wide-flung battlefields 
of the world. 

Previous to my entering the armed 
forces, I was happy to be part of an 
organization which was doing its job 
toward our war effort. I realize now, 
more than ever before, the necessity of 
speed and more speed in the produc- 
tion of any articles used by the armed 
services of this nation. May C. R. A 
continue in '43 the splendid job they did 
in the preceding years. I am provd to 
be part of the army that is going to 
zive the Axis the licking of their litle 
and give us the Victory we want. 

Best regards from my wife and good 
luck to everyone back home. Bernie 


4 














MAIL ORDERS PROMPTLY ATTENDED TO. 


g. LARNED @ », 


| . EXCLUSIVE ° 


GLOVE STORE, 


3 EUCLID AVENUE, 





‘; 


CLEVELAND, oO. 





* KID x 
$3A019 





: : 





DEPOT FOR THE CELEBRATED 


i 
— 
—. LACING, 
COURVOISIER, 


rd 


AND ALL THE LATEST NOVELTIES 


Kip GLOVES 


FROM FOUR TO THIRTY BUTTON LENGTH. 








ALL FIRST-CLASS GLOVES FITTED AND WARRANTED IN THE STORE. 
‘1s09 IWNIWON IVY G3uIVd3Y GNY G3NVW319 AHYG SJAOT9 











H. D. LARNED. RESIDENT MANAGER. 














Here is an interesting old envelope 
sent to us by William W. Ayre, Sales 
Promotion Manager of Association of 
Army and Navy Stores, Inc., 730 Fifth 
Avenue, New York City. He thinks 
it must be at least 50 years old. Says 
Mr. Ayre: 

What struck me as interesting was 
the bid for mail orders, and the for- 
mat which introduces a combination 
circular and envelope, in one, as can be 
proved by noting the gummed edges 
on the one side and the top and bot- 
tom flaps. “There’s nothing new under 
the sun,” etc. 

Reporter’s Note: Just another care 
to prove our point that the darn old 
patents in the Direct Mail business 
are mostly bunk. Or are you tired of 
hearing us rave about the subject? 


[} WASTING PAPER. One of our 
sleuths is very indignant at the waste 
of paper displayed in a recent mail- 
ing made by the National Headquar- 
ters of the Selective Service System. 
It is an offset job produced on a 
sheet of 16" x 21” paper. It is really 
nothing more than a 4 page 8” x 1042” 
letter, with one page having only 
eight lines of type. The waste comes 
from the fact that the job was sim- 
ply folded from a 16” x 21” into a 
8” x 10%." folder, leaving four areas 
of space entirely blank. A waste of 
exactly 50% in the paper. 

Somebody ought to do something 
about that. 





") WINNING LETTERS. A short 
time ago Prentice-Hall, 70 Fifth Ave- 
nue, New York City produced a pack- 
et of “twenty winning letters.’’ Don’t 
know why or how we failed to men- 
tion it in The Reporter .. . because 
it was swell. Letters were selected 
in a contest and the winners then 
supplied actual specimens of their 
ietterheads and processed letters. The 
packets were offered as a premium 
on other Prentice-Hall offers. We 
are told that the supply is now ex- 
hausted, but maybe you can induce 
Ralph Curtis to lend you sample for 
inspection. One letter struck us as 
being particularly worth reproduc- 
ing. A short multigraphed letter oc- 
cupies the lower half of the letter- 
head. In the upper half (under let- 
terheading) is a printed picture 
frame, with nothing within the frame. 
Here is the letter. 


Dear Sir: Above is a picture of the 
boss when he saw that you had not 
sent in a single reply to the four let- 
ters we have already written you. 
You’re right—his face became a com- 
plete blank. 


You see, for years we've made it a 
job of ours to help dealers move their 
Purepac stock quickly and profitably, 
but we can’t help you move your stock 
if you haven’t any. What’s kept vou 
from ordering or replying? 

Won’t you take a second or two, and 
scribble a line on the reverse side tell- 
ing us what the trouble is? Everything 
is free today—even the return envel- 
ope. 


“) ALL-IN-ONE MAILING. W. D. 
O’Connell of George A. Breon & Com- 
pany, Inc., Kansas City, Missouri 
(pharmaceutical manufacturers) has 
sent us advance proofs of a letter 
folder he is testing to 3,000 doctors 
and prescription druggists. It is a 
four page affair with filled-in multi- 
graphed letter on the front letter- 
head sheet. Second page carries a 
sales talk. Third page is perforated 
and carries an order form with many 
items to be checked. By tearing off 
this third page and folding as indi- 
cated by dotted lines, the whole thing 
becomes a business reply envelope. 
The form for that is printed on the 
fourth page of the circular. We have 
asked Mr. O'Connell to keep us ad- 
vised about returns since most mail 
order folks have felt that separate 
pieces (letter-circular-order form- 
envelope) were necessary in this kind 
of work. Maybe the times will indi- 
cate that a change in strategy is 
necessary. 
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there continues to flow a remarkably fine 
variety of book and utility papers. Formerly 
carrying the family group name of Northwest 


Pedigreed Papers they are today, and for the du- 





ration will continue to be, presented under the 


banner of Victory War Quality Papers. 
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Each and every one is the practical result of 
long and close association with the paper 
needs of printers, lithographers and the 
advertising fraternity. Depend upon it that 
products of The Northwest Paper Company 


will always merit your confidence. 
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THE CASE FOR ENVELOPES 


Couple of months ago, remember, 
there was a One Day Conference on 
Wartime Direct Mail. In our report 
of that notable occasion, we omitted 
the discussion by Maurice Roche of 
Tension Envelope Corporation 
who represented the Envelope Manu- 
facturers Association. We finally ob- 
tained the typewritten copy .. . so 
here it is. We agree, the envelope is 
too often forgotten. 


The right kind of an envelope can 
be the “Fuller Brush salesman’’—you 
know, getting the foot in the door for 
the proper reception of your promo- 
tional piece. The envelope is the mes- 
senger that carries your message safely 
and speedily to the recipient. Prior 
consultation with the envelop@ sales- 
man can very often, and in the ma- 
jority of the cases “allocate the direct 
mail piece away from the waste paper 
basket.” Furthermore, we have _ sub- 
stantial facts to prove that many 
pieces of direct mail find their way 
direct to the waste basket because the 
envelope is so unattractive that the 
recipient cannot be induced to go fur- 
ther and investigate the inside. 


In these days of conservation with 
the possible curtailment of printed 
matter the outside of the envelope can 
serve a purpose, it can become a ver- 
itable moving billboard” by just a 
little thoughfulness in the initial prep- 
aration of having it properly designed 
as well as having the outside be par- 
allel with the message that is inside. 
The chances are that the United States 
Government will never prohibit us 
from using envelopes and in numerous 
instances they have given their ap- 
proval to utilizing the outside of the 
envelope in such a way that the inside 
will receive the proper reception. 


This does not mean that the outside 
should be ornate or gaudy because the 
efficacy of that message depends upon 
the envelope having “attention-getter”’ 
appearance. This can be done if you 
will only draw upon the envelope man- 
ufacturers who had years of experi- 
ence in this particular field. 


When we say a “attention-getter ap- 
pearance” we mean having an envelope 
that has an aggressive, determined ap- 
pearance so that it stands cut and com- 
mands attention. In all parts of the 
world today it is being brought home 
very forcibly and decidedly that re- 
sults are achieved by aggressiveness 
and not by defensive methods. 


How many times have you seen a 
willy-washy ordinary envelope with a 
corner card printed with that deep 
black mournful ink, drab in appear- 
ance, corners dog-eared because the 
contents were too small for the enve- 
lope? In fact there was nothing to set 
it off from the other mail that was 
being received, Consequently it 
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gets 


the attention it justly deserves, which 
is probably no attention at all, perhaps 
a casual glance and the entire piece 
thrown in the waste basket. 


Would you send your salesman out 
in a burlap bag, barefooted, unkempt 
and unshaven—what kind of a recep- 
tion do you suppose he would receive? 
The envelope is the clothes of your 
direct mail salesman because its ap- 
pearance is seen first and if it is poorly 
designed, uncomplimentary in appear- 
ance and has no outstanding appeal to 
the recipient, it will receive the same 
reception as that barefoot salesman- 
that we believe no sender desires. 


Why not let the envelope play a psy- 
chological part in paving the way for 
your direct mail piece as well as let- 
ting it play its great part as a utility. 
The envelope can do no more than 
you will let it. But if you will make 
use of the experience of the envelope 
manufacturer at the time you're de- 
veloping your mail piece he can give 
you advice so that the envelope can 
play a very definite sales job, whether 
it is for good-will, promotional or pub- 
lic relations. It can be personalized or 
individualized to your exact situation. 


Let me paint a picture for you of a 
conference table, surrounded by va- 
rious direct mail experts who are go- 
ing to bring into the world that “lusty, 
direct mail baby” that is to go forth 
and do battle for “Old Direct Mail. All 
the chairs, except one, around the 
table are occupied by the printer or 
lithographer, photo-engraver, artist, 
ink man, paper man, sales manager, 
promotional manager, advertising man- 
ager and other consultants; Who should 
sit in that vacant chair? At that very 
time that they are in consultation in 
that chair should be the envelope con- 
sultant who has years and years of 
experience in producing the right en- 
velope for the right job. Advantage 
should be taken of his experience in 
producing the right envelope for the 
right job. Advantage should be taken 
of his experience because he can give 
you valuable information, not only for 
the envelope but also certain prepara- 
tions as to the size sheet, size of the 
booklet or pamphlet and other pieces 
that are going to go into the envelope. 
He knows whether you're designing to 
a standard size envelope that can be 
produced economically; he can tell you 
whether you are using a weight of 
stock that is sufficiently heavy, etc. In 
short, he has to have a general round- 
ed out experience, not only in his own 
industry but in the graphic art and 
paper field. Therefore, he ranks _ in 
equal importance if not more so than 
the other consultants that you have 
around that table. 


Ladies and gentlemen, fill that chair! 
Take advantage of the advice of the 
envelope manufacturer and his experi- 
ence can be yours--then you will find 
that your direct mail will have a far 
greater pulling power. 


‘color (Pink) 


[] A THREE YEAR TEST is re- 
ported interestingly in recent issue 
of “In Transit,” the always interest- 
ing house magazine of the Atlanta 
Envelope Company, Atlanta, Georgia. 
Here is the story: 


The experts Know that color plays 
an important part in the results 
obtained from direct mail. But which 
particular color—or combinations of 
colors, pulls most response, is not 
easily recognized. 

In April 1939, the Atlanta Division 
of the Sabin-Robbins Paper Company 
began an experiment, purposely de- 
signed to test the pulling powers of 
various colors of reply envelopes. 
After three years of mailing consist- 
ently thousands of variously colored 


reply envelopes, the results of this 
experiment were made available to 
In Transit. 


For the experiment, a number nine 
reply envelope was used and in the 
first 12,000 reply envelopes sent out, 
Green, Buff, Goldenrod, Blue, and Pink 
were used. Buff pulled so poorly that 
it was eliminated from further tests. 

The value of a color is best gauged 
by the number of envelopes of that 
color returned as compared with an 
equal number of other colors mailed. 
The variance here proves that certain 
colors appeal to people more definitely 
than others. The Sabin-Robbins’ test 
showed that of 100% of the envelopes 
returned, Pink rated first with a per- 
centage of 28.3%, Green second with 
22.2%, Canary third with 20.7%, Gold- 
enrod fourth with 184% and Blue 
fifth with 10.4% . and that the best 
was nearly three times 
as effective as Blue, and that Pink 
and Green accounted for 60.5% of the 
total returns. 

Said the manager of the Atlanta 
Division of Sabin-Robbins! ‘“Necessar- 
ily some conclusion must be drawn 
from such an experiment ... in this 
case we feel that a number nine 
envelope is worth the small extra 
cost many times over, and if, by 
chance, it happened to be a Pink one, 
it is tops in comparison to any other 
color.” 


Reporte:’s Note: We've always 
been warned to be wary of color tests. 
Color results seem to change by 
cycles. Andy Gould found that blue 
might pull better than yellow on one 
test—while another sometime later 
might show the reverse. However, 
it’s been fairly well established that 
colored envelopes do pull better in 
most cases. And there are many good 
arguments in favor of a longer en- 
velope. Any other color tests? 


ENVELOPE MANUFACTURERS 
are doing a good job . in getting 
customers to allow a “War Bond Sell- 
ing” slogan and design imprinted on 
all orders. But we think that they 
should go further: issue a whole 
set of designs and slogans helping 
to promote all Victory Projects. 
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as never before 





With the manpower situation growing more critical ... with travel restric- 
tions becoming more severe, many resourceful firms are utilizing as never 
before that great peace time power — salesmanship in print. No one 
knows what the future holds in store for us but it can be said with cer- 
tainty that there will always be printing inks for postage stamps and for 
the paper that carries your timely message. Also, there will be enough ink 
for war bonds, for conservation and salvage campaigns, and for sixty-odd 


other governmental projects. Consult your printer for suggestions now! 





PRINT THE WAY TO VICTORY! 


*& *& *& KGENERAL PRINTING INK CORPORATION 


‘ ® 100 SIXTH AVENUE, NEW YORK, N. Y. 


American Printing Ink Co - Chemical Color & Supply Co - Eagle Printing Ink Co --Export-- The Fuchs & Lang Mfg. Co. 


General Industrial Finishes - Geo. H. Morrill Co - Rotogravure - Rutherford Machinery Co - Sun Chemical & Color Co - Sigmund Ullman Co - General Printing Ink Corp. of Canada, Ltd 





[) TIME CONTEST RESULTS have 
now been announced. Most of the 
readers of The Reporter have seen 
the eight tested letters . SO we 
will now give you the final results. 
The first column shows the order in 
which the letters pulled on actual 
test mailings. The second column 
shows how the letters were rated by 
the actual votes of 3,302 advertising 
men who entered the contest. 


First Sentence Winning Admen’s 
of Letter Order Vote 
This is the cataclysmic 
beginning satis ealeata ae Last 1 4 
Hitler has just 30 days.. 2 1 
TIME'’S office in Chung- 


king ........ dete ees ae 2 
Your best informed 

friends .. | ae ae 5 
Now that the war is 

crowding ........ _ o 6 
What is your opinion 6 8 
If you try TIME for a 

year dae ae 7 
Maybe you wouldn't like 

TIME , . 8 3 


Here are some interesting para- 
graphs taken from Nicholas Sam- 
Stag’s report of the contest. 


By a strange coincidence, both last 
year and this year the ad men voted 





third place to the letter which came 
in last. But I think we ought to be 
pleased that they liked this year’s No. 
8 letter so much—because this was the 
letter about the selectivity of Time’s 
editorial appeal and about how only an 
alert, active, educated audience would 
like it. 


The ad men weren't far from right 
this year in their appraisal of the three 
most successful letters, whereas last 
year’s contestants ranked the two win- 
ning letters. sixth and seventh. 


Any contestant who won one of these 
prizes needed a lot more than luck to 
win, for I have just found out from 
Princeton mathematics Professor Sam- 
uel S. Wilkes that the odds against 
winning either of the first two prizes 
were 40,320 to 1. And the odds against 
winning one of the $100 prizes were 
1,493 to 1. 


The contest was a real photo finish, 
for there was only 1/33 of a percent- 
age point’s difference between the pull- 
ing power of the first and second let- 
ter, 1/20 of a percentage point between 
the first and third letter, and % of a 
percentage point’s difference between 
the first letter and the fourth letter. 


Two of the winning letters were 
mostly about how interesting and im- 
portant the news is and two were most- 
ly about what a unique and important 
job Time does in covering the news. 
All four bunched so closely together 
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USE SELF MAILER COMBINE- 
VELOPES TO FILL IN BETWEEN 
SALESMEN'S CALLS 
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This single unit combines (1) a letter, telling about less frequent 
salesman's calls because of the tire and gasoline conservation; (2) an 
order form, providing a convenient means of ordering by mail; (3) a return 
envelope, for enclosing samples or miscellaneous instructions. 


Ask For Samples 


- 











SAVE TIRES AND GASOLINE—USE THE MAILS 








CURTIS 1000 INC, iiiccracons. '°St.'Paut!'Minn, Cleveland, Onto 
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at the tinish that generalizations are 
hard to make. 


I think the chances are that the 
Hitler letter which the advertising men 
liked best would have nosed out the 
Cataclysmic letter in first place if the 
news had not taken such a rapid turn 
for the better while the contest was 
still on. Our own circulation depart- 
ment was almost sure this would be 
the most effective letter. 


When this Hitler letter was writ- 
ten, the Germans were storming Sta- 
lingrad and seemed to have a real 
chance of taking it, while Rommel 
had the British in Egypt backed up 
against Alexandria. Consequently, the 
first line and the whole subject of 
this letter surprised and comforted 
the reader—told him something he 
wanted to believe but had serious 
qualms about. 


Before the contest closed, how- 
ever, the whole war picture changed 
and it became obvious that Hitler 
was in plenty of trouble. The sur- 
prise value of the letter was imme- 
diately affected and returns began 
to fall off. 


I think it is significant that such a 
sober and thoughtful letter as This is 
the cataclysmic beginning of the Amer- 
ican Century should have been the 
most effective sales appeal for Time. 
I can’t think of many other maga- 
zines that could be sold on such a so- 
ber appeal. 


Incidentally, that this long, world- 
focused letter finished even among the 
first four would be pretty impressive 
evidence that people are willing to 
read serious copy about the news and 
are responding to thoughtful, non- 
egocentric appeals. 


[}] A BAN ON FRANKING has been 
requested by Representative Thomas 
P. O'Neil, Jr. of Cambridge, Massa- 
chusetts. O’Neil filed a resolution in 
the House of Representatives on Jan- 
uary llth, asking the Massachusetts 
Legislature to petition Congress to 
enact legislation to curb the use 
of the mailing privilege granted 
members of Congress. Let’s not hold 
our breath waiting for Congress to 
do anything about this. Congress 
doesn’t want its privileges restricted. 


[] LOGAN DICKIE ... as previously 
reported won a place in the 
Massachusetts State Legislature in 
the last election. As a result of that 
he has retired from Dickie-Raymond 
in Boston and has disposed of his 
interest in the firm to Leonard Ray- 
mond. Leonard will carry the ball 
from here on. But we will all miss 


Logan. 


THE REPORTER 
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to a Convention... 





“The Office of Defense Transportation obviously cannot undertake to assess the essen- 
tiality of each of the many thousands of meetings and conventions normally held in 
the United States each year. It is a responsibility of the officers or members of indi- 
vidual associations to make their decisions, bearing in mind the burdens now imposed 
on the Nation’s transportation systems in the conduct of transportation’s share of the 
war program. 

I suggest that in considering the question they ask themselves whether the pro- 
posed meeting or convention will contribute in an important way to the winning of 
the war. In other words, will the gathering help to shorten the war? If the answer is 

o, I strongly urge that the convention plans be abandoned. 
should be clear also that every convention canceled, even if it would have 
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“By holding this ‘convention in print’ instead of 
assembling together as you have done for more 
than half a century, you are helping to conserve 
vital transportation and other facilities at a time 
when they are taxed to the utmost by the de- 


mands of war.” ie. 
d ree, 


Statement from President Roosevelt's letter 
to H. W. Koeneke, Presideni, American 
Bankers Association, on July 28, 1942. 
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»fonvention BY MA/L 
to cach pewon. 


FIRST—Ler it be clearly understood —conventions-by-mail are practical! 














Conventions-by-mail are, admittedly, a substitute measure for the real flesh-and- 
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blood Conventions~efnormal times. But, for the duration of this war, they offer a 
practical, convenient and effective means Of” disseminating..information, trade news 


and developments and instituting sales programs. They may be used for any puftpose ~~~. 
for which a real convention is normally held. 


other~graups hi s have and are successfully using the convention-by-mail method for the 


ath All types of organizations, associations, sales agencies, commercial firms and 
normal purposes Sof-conventions. | 








To help you plan and “conduce~. your convention-by-mail, the Graphic Arts 

a Victory Committee has made an intensive survey~of_its possibilities and actual use. 

\.. The results of this research are presented in this booklet to guide. your planning of 

atenvention-by-mail. The information given is based upon facts obtained threugh the 
study of successful conventions-by-mail held by a diversified and thoroughly represen- 


tative group of associations and business firms. 
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It is the sincere hopenof. this committee that you will find the tried and tested 
| convention-by-mail method a suitable means for conducting your convention in 
NX these war times. There is no reason why Yeu wcan 't accomplish the purpose of your 

‘“\. normal convention, through the convention-by-man. method, and at the same time 
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Here are typical questions which might be 
asked by an association secretary, business 
executive or any person responsible for the 
planning of a convention-by mail: 








How practical is the convention-by-mail 
method! 


Any conducted before! By whom! Results! 


Assuming that conventions-by-mail are 
practical, how could | conduct one! 


Should | use letters, circulars or bulletins! 


How many of such mailings could | safely 
send and yet maintain interest? 


How could | get speeches of important 
men over fo members without losing their 
effectiveness? 


How could | inject the personal fouch into 
a convention-by-mail! 


These, and other questions that may occur 
to you, are answered in this report. The infor- 
mation is presented under convenient, general 
headings for easy reading and ready reference. 
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Here’s how to ada pt the 


Holding your convention-by-mail saves 
vitally needed transportation facilities 


to move troops and supplies for the war. It 
enables you to hold your convention without 
interfering with the all-out effort to win this 
war as quickly as possible. It enables the Office 
of Defense Transportation to count on the 
use of all our available transportation facili- 
ties for war needs. 










; “- ps 
2 Conventions-by-mail save money! Ob- 

@ viously the cost of a printed or proc- 
essed convention will be far less than the real 
thing. You will save the cost of hotel rooms, 
traveling expenses for delegates and speakers 
and the other normal convention costs. This 
savings can be ear-marked for future use after 
Victory. What’s more, the money now saved 
can be invested in War Bonds and help in that 


way to win the war. 
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The theme ef-your convention can be 
@ put across more effectively by mail. 
Delegates or salesmen are able to read and 
re-read all the convention material at their 
convenience, at home or office. It gives them 
the opportunity to study this material when 
and where they are able to devote their unin- 
terrupted time to it. No clouds of tobacco 
smoke or noisy hotel lobby gatherings will 
distract the attention of your delegates or 
salesmen from the story of your convention 
in print. 
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You can EMPHASIZE what you want 
@ put across DRAMATICALLY and 
EFFECTIVELY in your convention-by-mail. 
It is a recognized fact that the best convention 
material is often lost by the speaker’s oratori- 
cal dullness or his inability to hold the atten: 
tion of his audience. This cannot happen in a 
convention-by-mail. You select the speakers 
and edit their talks before publication in the 
convention mailings. No word that is not help- 


@) ® ful or of practical value need be permitted to 


reach your convention’s audience. 








Idea... 


Important facts can be emphasized by for- 
mat, attractive layout, printing in a second 
color or other devices known to every direct 
mail user and creator. 


Interest in the theme of your conven- 
@ tion can be maintained for a longer 
period of time when conducting your conven- 
tion-by-mail. Mailings may be used to arouse 
and entice interest before the start of the 
convention. The convention itself can be con- 
ducted by releases mailed twice weekly over 
as long a period of time as is desired or con- 





> 





sidered practical. After the convention is over, 


a summary of the entire proceedings may be 
sent to each delegate for filing and future 
reference. This gives your convention a per- 
manence impossible to obtain after the two 
or three days or week of a real convention 
have passed. 
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The Convention Badge suggests an interesting 


opening announcement — use actual ribbon and 
mount circular “button” over ribbon. 








The Travelling Bag die-cut folder with loose 


tag “Convention Special” will vividly convey the 
no-travel idea. 





Reserved Seat cut-out folder, with individual’s 


name filled in would arouse a lot of interest. 








The Rural Mail Box idea makes it possible to 


personalize each folder; and advises the individual 
to watch the mail for more to come. 
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Fireside Convention could be «xe theme carried 


throughout where convention material goes to the 
home. The fireplace makes an interesting symbol. 





The Rey Folder. white the “key” theme is not 


new ... here’s a mew way of adapting i it to an effec- 
tive announcement by using an inexpensive die-cut. 








The Slipper Cut-out forecasts a comfortable con- 


vention as well as an interesting one. Simple art 
and die-cut produce an intriguing announgement. 























LI 
The ‘Mike™ Folder with its die-cut cover can 


be effectively adapted to emphasize a particular 


point or problem. 


. 
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The Stepped-off Folder is so simple to produce 


and it departmentalizes your message effectively. 
Use two different colors of stock or alternate colors 
of ink on steps. 


The Observation Car idea can be used on either 


a square cut or die-cut folder. It dramatizes quickly 
the reason for Convention-by-Mail. 








The Air Transport is another “natural” to open 


your Convention-by-Mail. The die-cut feature will 
cost no more than an extra color. 





The Nut Shell. “Quicky Digests” of each speech 
Or section should be appended where it is a known 
fact that everyone receiving material is not inter- 
ested in everythin g being sent. Stating actual nor- 
mal reading time of each unit might also be helpful. 


Interesting 












"Tickels for Two.” send check with suggestion 


that in place of usual entertainment at convention 
meeting, it is the desire of company to have each 
man enjoy an evening out with wife or sweetheart 
before business of convention opens. 





Smokes for the Boys. Send cigars or cigarettes 


with special convention paster and message that 
“nothing will be missing at this year’s meeting 
by mail.” 





. - 
Talking Machine Records. Recordings on rec- 
ords of keynote address or opening remarks by 
President or Sales Manager would be an interesting 
bit of showmanship. Practically everyone has a 
talking machine—or could easily find one to listen 
to message. 
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Determine the Theme or Objective 


As in the real flesh-and-blood convention, 
every convention-by-mail should have a basic 
theme or objective underlying the entire pro- 
gram. This may be determined by the association 
or firm conducting the convention. In some cases, 
it has been found practical to query the conven- 
tion guests to learn their interests. A simple 
questionnaire sent by mail will be effective in 
finding out what subjects are of greatest interest 
to the majority. 


A business reply envelope or stamped, self- 
addressed return envelope should always accom- 
pany any questionnaire or request for informa- 
tion. The questionnaire itself should be so 
worded as to encourage direct answers to definite 
questions and space should be allowed for the 
recipient to express his general ideas on what 
should go into the convention-by-mail, what 
format it should adopt and how frequently it 
should be mailed to him. 


Format and Frequency of Mailings 


The physical appearance of your convention- 
by-mail will probably be the most important 
single element determining its success or failure. 
It therefore requires careful, intelligent con- 
sideration. 


An experienced direct mail promotion man 
or woman should be retained or consulted in 
the preparation of your convention-by-mail 
material. Such a person will be able to advise 
on the format, layout and frequency of mailings. 
Above all, good showmanship and sound direct 
mail principles should guide the planning of the 
convention-by-mail. As every convention-by- 
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How to Plan you 








mail will be different, the character of the firm 
or association will determine the best format 
to use. 


Mailings, for instance, may be in the form of 


(1) 
(2) 
(3) 
(4) 
(9) 
(6) 
(7) 


letters 


booklets 

folders 

broadsides 

sheets to fit a ring binder 

bound volume 

trade publication’s special conven- 
tion issue. 

The best format seems to be the standard 
sized 82” x 11” letterhead size sheet. This does 
not look too imposing to read; the size itself 
serving to keep the material concise but readable. 
At the same time, it is a size which lends itself 
well to good layout and provides room for photo- 
graphs and art work. 


If a ring binder will be provided to keep the 
convention releases, the sheets should, of course, 
be punched to fit such a binder. A filing size 
folder, specially imprinted, may also be provided 
for the retention of the convention-by-mail. 


Where feasible, special envelopes for each 
release may be used. It may even be desirable 
to change the pace, size, style and format of all 
the mailings. In other cases, one style or format 
may be repeated throughout the mailings to 
build up familiarity with the appearance of the 
convention in the mail. Both procedures are prac- 
tical. The nature of the individual company or 
association will indicate the most suitable form. 


How shall the material be presented on 
paper? Letter-press printing, offset lichography, 
multigraphed, mimeographed or flat bed proc- 
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essed. All are suitable reproduction methods. 


Each has a place and purpose. Here again, each 
convention-by-mail will have to determine 
which process fits its purpose best. 


In many cases, photographs and illustrations 
serve to heighten interest and liven up the con- 
vention-by-mail. When using photographs, ac- 
tion shots are always preferable. If possible, 
obtain action shots of the convention speakers 
rather than portraits. Make them as real on the 
printed page as they would appear on the 
speaker's platform. Use photos of interesting 
scenes from previous conventions. 


The more different types of illustrations or 
photographs that can be used, especially created 
if necessary, the better. Combine line illustra- 
tions with halftones. All illustrative features 
should, naturally, be related to the material of 
the convention. In general, the successful con- 
vention-by-mail is one that is well illustrated. 


Releases of your convention-by-mail should 
be scheduled to best fit the reading time avail- 
able to your delegates. They should not be too 
long—one or two subjects to an issue is gener- 
ally sufficient—and they should not come too 
frequently. 


Twice a week for five to ten weeks is a good 
frequency. Other possibilities are (1) once a 
week for 8 to 12 weeks, (2) three times a month 
for two or three months and (3) one mailing 
in one complete volume. 


The latter is the least desirable as it gives the 
teader too much to absorb at one time. Thus he 
is apt to put it aside for later reading and never 
get around to it again. Getting the material one 


onvention by Mail 


piece at a time requires less effort and makes it 
easier to read and absorb it. 


An advance announcement, possibly two or 


. three, may precede the first release of the con- 


vention-by-mail. This should definitely be of a 
“teaser” nature and serve to stimulate and incite 
the interest of the reader for the material to 
follow. It may explain the purposes of the con- 
vention; set forth the theme; explain why the 
convention is being held by mail. 


The advance mailings might appropriately 
Carry a message of greeting from the president 
of the firm or association. 


During the convention proper, every device 
of printed showmanship can be employed to 
build and sustain interest and attention. If sam- 
ples of any kind are necessary or helpful to put 
your message across (and they are not made of 
critical material) — actual pieces of fabrics, 
paper, cardboard, etc.—be sure to enclose them 
in your mailings. 

Provide for an exchange of ideas. Perhaps 
letters from leaders in the field; maybe adver- 
tising ideas; possibly production suggestions. 
Include a “‘last-minute news” bulletin with each 
or alternate issues of the regular convention 
mailings. 


Obtaining Convention Speakers 


Speakers for your convention-by-mail may be 
obtained in the same way as for a real conven- 
tion. They should be leaders in the business, 
trade or profession and be qualified to deliver 
messages of interest and importance. Important 
government officials may also be invited to write 
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“speeches” for your convention-by-mail. Where 
possible, they will be cooperative in this respect. 

Convention planners know only too well that 
many speeches are convincing and effective be- 
cause of their delivery by an interesting, forceful 
speaker. Likewise, other speeches (equally im 
portant or of even greater importance) fall flat 
because of the dullness of the speaker or his in- 
ability to hold the interest and attention of his 
audience. 

To be sure the messages and theme of your 
convention are put over most effectively, careful 
editing and preparation of the convention mate- 
rial are an essential task. Every word of the con- 
vention-by-mail should be skillfully edited for 
its contribution or importance to the objective 
of the convention. The material should be ana- 
lytically read and re-read for the sole purpose of 
eliminating everything that is impractical or 
that gives no useful, important or interesting 
knowledge or information to the reader. 

Such a procedure assures maximum interest 
and attention through the entire convention 
period. The material will be read because it is 
not only informative and useful but interesting 
as well. 

The personality and human-interest elements 
of the real convention should be maintained and 
accented as much as possible with ink and paper. 
Words and pictures can be made, if adroitly used, 
to compensate for the lack of the vital spark of 
person-to-person contacts of the real convention. 
Good editing and the use of sound direct mail 
techniques will achieve this result and make for 
a successful convention-by-mail. 


Plan Regular Convention Features 


The successful convention-by-mail will adopt 
the basic pattern of the real flesh-and-blood con- 
vention and simply apply effective direct mail 


Page Twelve 


principles to it to give it interest and substance 
and genuine value. 

Thus every worthwhile feature of the real 
convention should be included in the convention- 
by-mail. These will encompass, besides leading 
speeches, round-table discussions, question-and- 
answer sessions, departmental or specialized dis- 
cussion or clinic meetings, elections of officers 
and even entertainment features. 

‘One or more mailings may be devoted to a 
round-table discussion on subjects of interest to 
the convention. To one group, manpower may 
be the chief concern. To another group, conser- 
vation of essential materials may be the pressing 
problem. Another may be concerned mainly with 
health and community welfare, rationing, trans- 
portation or production problems. Whatever the 
subject, the round-table discussions should carry 
the ideas and thoughts of representative individ- 
uals qualified to discuss them. 

With one release, forms may be provided on 
which questions may be asked. With this mail- 
ing a business reply envelope should be enclosed 
to bring the questions back to convention head- 
quarters. These questions could then be submit- 
ted to the various speakers and their answers 
printed in a subsequent release. This offers the 
Opportunity to inject timeliness and the personal 
touch into the convention-by-mail. 

Officers may also be elected during the con- 
vention-by-mail. Printed ballot forms may be 
included in a release listing all the candidates for 
the various offices. Here again, a business reply 
envelope should be used to assure the maximum 
return of the ballots. 

One successful convention-by-mail has even 
provided entertainment. A ‘smoker’ session 
was held in the form of a 16-page booklet made 
up of amusing action photos of well known men 
on the sales force, cartoons and funny speeches. 
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It is not considered advisable, however, to inject 
too much incidental humor into the regular con- 
vention mailings. 

However the convention-by-mail is con- 
ducted, plan to send each member a bound copy 
of the entire proceedings. This means printing 
enough duplicates of the material for binding, 
but the effort is considered well worth while. 
Though the delegate or salesman will probably 
read the convention-by-mail as it comes to him, 
he may or may not keep it. Each piece, after be- 
ing read, may fine its way to the waste basket. 
If, however, after the convention ends, he re- 
ceives in the mail an attractively bound book, he 
is most likely to at least glance through it again 
and keep it on his desk or in his book shelves for 
ready reference. And it is surprising how often 
you are liable to want to refer to something that 
was said at the convention. 


Case Historiés 


Here is the program of a convention-by-mail 
conducted by a large insurance company. First 
came a broadside announcement with pictures 
of the speakers and the program of talks to be 
delivered. It outlined the purpose of the conven- 
tion and explained why it was being held 
by mail. 

This was followed by a call to order with a 
special speech in which the president outlined 
the purpose of the convention further and then 
delivered an inspirational talk. Next followed 
two talks a week for ten weeks. These were de- 
livered by a general company officer or branch 
manager. They were short discussions of impor- 
tant sales points. 

Interspersed among these talks were letters 
from the president of the national association of 
insurance agents and the superintendent of the 
State Insurance Department. 


The convention was closed with a letter from 
the president and the final mailing was a bound 
volume of the entire proceedings. 


Another insurance company has conducted 
several conventions-by-mail. Here is how one of 
these conventions was conducted: The first mail- 
ing consisted of two reserved seat tickets, one for 
the salesman and one for his wife, to attend the 
convention which would follow—in the mails. 


The second mailing was an 8-page folder. 
This contained the introductory remarks by the 
convention barker, the theme of the convention 
being a “circus.” The barker, pictured on the 
cover of the folder, says, “Right this way, Mr. & 
Mrs. Salesman, for the greatest show of the sea- 
son! Action starts at once—so have your tickets 
ready!” 

The entire folder carried through the circus 
pattern. Circus terminology was used to describe 
quota prizes for salesmen and valuable sales 
stimulants were offered to the sales force. 


In the third mailing, and the nine that fol- 
lowed it, one act from the convention circus was 
staged. Action, interest, suspense, drama and 
excitement all served to enliven these mailing 
pieces. Good showmanship and sound direct 
mail planning were evident throughout this 
convention. It was highly successful. 


An advertising association is still another user 
of the convention-by-mail. Special envelopes 
were used in this convention for mailing a num- 
bered series of sixteen releases, two a week. Each 
release was 81/2” x 11” in size, printed by offset 
in black ink on white paper and consisting of 
from four to sixteen pages. It was liberally illus- 
trated with line drawings and photographs of 
the speakers, past convention scenes and appro- 
priate spot drawings. One format and style was 
used throughout the convention. 


Page Thirteen 








A feature of this convention was the annual 
election of officers. The convention met with 
definite success and it was decided to use the same 
procedure the following year. 

Successful use of the convention-by-mail 
method was also made recently by a leading elec- 
trical lighting firm. For many years fifty or more 
of the firm’s managers and executives had gone 
annually to a comfortable camping ground in 
Cleveland for their conferences on things elec- 
trical. 

This time, instead, the mailman and special 
messengers brought the annual convention to 
each member of the firm. At six o’clock on the 
Sunday evening originally set as the opening 
of the meeting, a messenger arrived at the 
“camper’s’” home. He handed him an envelope 
containing the regular camper’s hat with the 
company shield on the front of it and the cus- 
tomary identification badge. 

The next morning two more large envelopes 
were delivered, this time at the ““camper’s”’ office. 
One of these contained a small flag staff and 
American flag to be set on the desk; the other 
the talks for the day. On the following three days 
more talks were delivered. Each was uniformly 
mimeographed and stapled and inserted in a 
specially prepared cover which carried a picture 
of the camp and a portrait of the speaker. 

Quite naturally, the theme of this convention 
was’ the relation between lighting and what 
could be done with lighting to speed up the 
nation’s arming. Information was furnished on 
new methods of lighting, plant protection for 
blackout conditions, new items of equipment 
and so on. 

The thoroughness of this convention was 
shown by the many ‘extras’ it contained. On 
one night the “camper’’ and his wife were enter- 
tained at dinner by the company; one night each 
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camper received a bottle of Scotch with which to 
toast his friends and co-workers. Numerous other 
“extras” like these were featured throughout 
the convention. 


An outstanding feature of this convention was 
a prize quiz conducted after it was over. Each of 
the campers was sent a list of 50 questions, all 
of which could be easily answered if the camper 
had “‘listened attentively”’ to all the speeches. If 
he’ answered them all correctly, he was awarded 
ten dollars worth of War Savings Stamps. If he 
missed one or more, the Stamps he would have 
won went into a pot which was divided equally 
among the hundred-per-centers. 


Idea Exchange Follow-Up fo Convention 


The convention-by-mail may be followed up 
by an Idea Exchange between the members of 
your association, firm or branch offices. Special 
mailing labels could be prepared and supplied 
to each member. These would be used to send 
ideas of individual members to all the other 
members. 


The real convention offers opportunity for 
men to exchange ideas with each other. Many 
convention-goers regard this as one of the most 
important features of a convention. The mail 
Idea Exchange offers the opportunity to retain 
this feature in the convention-by-mail. 


Preparing special labels for the purpose makes 
it easy for each member ‘to assemble packets of 
his own ideas and send them to the entire atten- 
dance of the convention-by-mail. If all delegates 
are persuaded to engage in such an Idea Ex- 
change, a valuable fund of information will 
result for the benefit of every member. 


Changing Rules for Election of Officers 


Many associations have strict constitutional © | % 


rules or by-laws governing the election of offi- 


’ 
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cers. For the duration of the war, these regula- 
tions will probably have to be changed to make 
possible the election of officers during the con- 
vention-by-mail. 

Changes in election regulations may be made 
by mail. The proposed change may be sent to 
the members before or during the convention- 
by-mail with a business reply envelope to return 


their votes. It is not likely, in these times of na-— 


tional danger, that such changes will not be 
accepted by association members and others. 

Having proposed and passed the change in 
regulations, the normal election of officers may 
then be conducted during the convention-by- 
mail. As previously explained, this should be 
done by printed ballots sent to each member with 
a return envelope. The results of the election 
should be announced at the end of the conven- 
tion or as soon thereafter as practical. 


Financing Association Conventions 


An association convention-by-mail may be 
financed, if necessary, in much the same way as 
the real convention would be. Each member 
could be assessed the regular registration and 
attendance fees. The income thus received could 
cover the cost of printing, mailing and general 
preparation of the convention-by-mail. 

Another way of raising funds: Have firms 
who formerly exhibited in booths at your con- 
vention sponsor their own mailing units as part 


of your convention-by-mail. Exhibitors could 
prepare mailings at their own expense, in con- 
formity with the specifications of the convention, 
and these could be mailed by headquarters under 
the standard convention label or in the regular 
convention envelope. These exhibitors may be 
charged a reasonable fee, similar to rental at a 
real convention, for the privilege of sending their 
material to the convention attendance. 





Local Group Meetings 


In some cases it will be possible to hold local 
group meetings at the conclusion of the conven- 
tion-by-mail. These may be conducted in a hotel, 
company or association office. At such meetings, 
various programs fitting the individual company 
of association may be given. Such programs 
might include recorded remarks of an important 
executive in another city; inter-city telephone 
comments by branch managers or association 
officers and distribution of samples and printed 
promotional or idea matter. 


Meetings of this type should only be held in 
localities where ample transportation facilities 
are available within the city. No delegate should 
be required to travel from one city to another 
to attend a local group meeting. And in no case 
should a local group meeting be held where it 
will in any way tax the transportation facilities 
and possibly delay the delivery of troops or war 
supplies. 











(1) Notify the Graphic Arts Victory Committee, 
Program Headquarters, 17 East 42nd Street, New 
York City, of your intention and send the committee 
two copies of every piece produced. Note: Should 
you desire any additional information or any help 
on the preparation of your campaign, feel free to 
get in touch with committee headquarters. 








lf you decide to conduct a Convention-by-Mail...do these two things: 


(2) The G.A.V.C. suggests that you send copies 
of your campaign to the Campaign Section, Office 
of Defense Transportation, Room 1233, Post Office 
Department Building, Washington, D. C. Let the 
Office of Defense Transportation know that you are 
cooperating to save vitally needed transportation. 
Your work may become an important part of the 
historical record of the fight on the home front. 
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THE GRAPHIC ARTS VICTORY COMMITTEE 
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is a cooperative group nines of men and women in 
all branches of the graphic arts field . . . paper manu- 
facturers and merchants; printing equipment, iak, 
envelope and miscellaneous supply manufacturers; 
typographers, artists, printers, lithographers, letter shops, 
engravers, electrotypers and others. 

The Committee has in most of the large cities in the 
country local branches which supply the government 
agencies with a “talent pool” to aid in disseminating in- 
formation of importance in the war effort. Through its 
contacts in Washington, the Committee gathers facts fj: 
about the important victory projects of the government [ 
and interprets those facts to producers and users of print- 
ing and lithography, so that advertising and promotion 
can gear themselves to the war effort. 


GRAPHIC ARTS 
VICTORY we 
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GRAPHIC ARTS VICTORY COMMITTEE 


PROGRAM HEADQUARTERS 
NATIONAL CITY BANK BUILDING + MADISON AT 42nd STREET > NEW YORK 



































[]) HERE IS GOOD NEWS ... and 
it shows how important it is for 
readers of this magazine to advise 
us of suspected cases of fraud in the 
mail. Remember the item which ap- 
peared in the July 1942 issue of The 
Reporter, warning mail order peo- 
ple to be careful of suspiciously can- 
did orders from South America for 
consignment goods? First inkling of 
this case had been sent to us by 
George Clason, of Financial Educa- 
tion Publishers, Denver, Colorado. 
We told you at the time that we 
were submitting the evidence to the 
Postal authorities. Since then, it has 
gone through not only the Post Of- 
fice but other branches of the gov- 
ernment. 


On January 1, 1943 the Post Office 
Department issued a fraud order 
against John Roy Young and Mario 
A. Braga in Buenos Aires . .. the 
persons behind the scheme to de- 
fraud mail order people in the United 
States. It takes time to get these 
cases liquidated, but Direct Mail peo- 
ple generally should be interested in 
keeping the mails clean. Let’s keep 
on watching. 

e 


[] ANOTHER DIRECT MAIL MAN 
has changed his stride. Our old 
friend, Jules Paglin has resigned( we 
hope temporarily) from Sam Bon- 
art’s and Porters, Inc. in New Or- 
leans. He has taken a position with 
the New Orleans district of the Of- 
fice of Price Administration. From 
our observations in Washington, the 
OPA has one of the best public rela- 
tions and publicity set-ups in the 
government. They need it. 


The OPA projects, such as point 
rationing, rent control, anti-inflation, 
stove rationing, etc, need good ad- 
vertising brains to explain not only 
the details of the programs, but also 
the necessity for each move. Ration- 
ing is an old American tradition. The 
Pilgrims rationed their supplies 
through the first hard winter. Wash- 
ington rationed his troops at Valley 
Forge. Rationing treats rich and poor 
alike. Rationing is necessary to main- 
tain civilian morale. People are will- 
ing to sacrifice if they believe such 
Sacrifices are essential to the war 
effort and if they know that all Amer- 
icans, rich or poor, are making the 
Same sacrifice. 


It is the job of the OPA to educate 
the public . . . and that is a real job 
for advertising. Maybe Jules can 
help. 


THE REPORTER 








TELL 'EM ABOUT YOUR WAR WORK. 
You may not need customers today. 
But don’t forget them . . . and don’t 
let them forget you. 


TELL ‘EM ABOUT YOUR SERVICE. 
You can’t sell them new products. 
You can show them how to keep the 
old ones in good condition. 





TELL ‘EM ABOUT YOURSELF. Gas- 


* 
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TELL "EM ABOUT YOUR RESEARCH. 
After the war you'll want all fhe 
business you can get. Start laying 
the groundwork now. 





rationed salesmen can’t call often in 
person. They can call by mail. Let- 
ters keep contacts on a personal basis. 


3 Ways to Tell ’em Now — Sell ’em Later! 


_— THOUGH you have no sales 

problem today, don’t neglect the 
markets you’ll need later on. Start 
selling them now. Use the selling 
power of paper and printing to tell 
customers what you're doing, and 
why, to lay the groundwork for 
peacetime business. 


I For a hard-hitting sales job, send out 
broadsides with a real wallop. Use color, 
plenty of pictures. And for splendid re- 
production plus the economy of work-and- 
turn printing, use Hammermill Offset. 


To select the right finish, get the dem- 
onstration set of Hammermill Offset: 4- 
color offset reproductions of a recent 
painting of a Lockheed Lightning P-38 
Pursuit plane (suitable for framing) . 


2 For “reminder” calls, send out enclo- 
sures with your regular mail. For econ- 
omy, use Hammermill Opaque. This 
paper is light in weight. But it has the 
opacity of heavier stock. You can print 
both sides without objectionable show- 
through. 


To see the kind of printing you can 
produce, send for specimens on Ham- 
mermill Opaque. Illustrated letters, 
dealer folders, bulletins—9 different 
pieces in all. 


3 To replace missing personal contacts, 
write letters. Make your customers re- 
alize you’re still close to them. Letters 
look better on Hammermill Bond. It 
takes typing cleanly. Duplicates well. 
Easy to write on. 


For help in designing letterheads and 
envelopes to match, send for Working 
Kit of Hammermill Bond. Includes new 
sales contact letterheads designed to 
give sales letters the touch of a per- 
sonal call. 








HAMMERMIL!I. Paper Co., 
Erigz, Pa. 





Please send me the material checked below: 
(} 1—Demonstration Set of Hammermill Off- 
set. [) 2—Collection of Commercial Speci- 
mens on Hammermill Opaque. [| 3—The 
Working Kit of Hammermill Bond. 


Name 


Position 
(Piease attach to your company letterhead) 


RDMA-IR 


25 








[1] SPEAKING OF PRELIMINARY 
TESTING ... Time Magazine isn’t 
the only one to try their letters on 
guinea pigs. Charlie Mills of O. M. 
Scott and Sons Company, Marys- 
ville, Ohio doesn’t have a list of 14,- 
000 and he doesn’t have 3,302 entries, 
but every year he sends his five or 
six pet letters before he mails them, 
to 57 mail order and direct mail 
friends around the country. This 
year was no exception. He gets 100% 
response and then uses all sugges- 
tions made to correct the letters be- 
fore making the actual mailing test. 
We can't give you his final report to 
the 57 guinea pigs, because in order 
to be intelligible we would have to 
reprint all of the test letters. But 
here is an interesting paragraph 
from his report: 


You did not think the war angle was 
overdone yet the majority of you picked 
the letter with the least war copy in 
it. The first choice letter was right 
down the groove with straight selling. 
Just plain, ordinary arguments for buy- 
ing Scott’s Seed. Much the type of 
letter we have been using successfully 
for years. Your suggestions, plus parts 
of the first and second letter have re- 
sulted in another which will be used 
in February. Copy is enclosed so you 
may have a look at the final version. 
It will go to 250,000 of America’s lead- 
ing home owners. Some of you sub- 
mitted letters and we hope to use them 
before the season is over. 


And you may as well see the final 
letter which was the result of the 
57 criticisms. 


One of the Things You Can Still Have 


The love of beautiful lawns is almost 
universal. The fact that so few are in 
evidence does not show lack of appre- 
ciation but failure to follow the proper 
rules. On every street there are lawns 
which appear hopeless but happily 
there are a few good ones which give 
the whole neighborhood a lift. 


Thousands of people buy lawn mix- 
tures every year but few admittedly 
know what constitutes a good one. Too 
often they scatter inferior seed aim- 
lessly over the ground and then wait 
impatiently for miracles. A beautiful 
lawn simply isn’t made that way. In- 
ferior seed spells certain failure. It’s 
never a bargain, no matter what the 
first cost. 


The name “Scott's” will always pro- 
tect you in buying lawn seed for qual- 
ity is rigidly maintained. Our seed is 
actually purer than ever and is a blend 
of the right grasses no matter how 
hard they may be to get. Some kinds 
come from New Zealand and Australia 
and we are glad to say that recent 
shipments have come through safely. 


Scott's Lawn Seed is cleaned and 
blended in our own plant and is the 
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nearest to perfection you can buy. The 
weed seeds and chaff are carefully re- 
moved by cleaning and recleaning. The 
seed is then tested so you are sure of 
high germination. Every package of 
Scott’s Seed carries the complete anal- 
ysis and the date of test. 


We invite you to become the proud 
owner of a Scott Lawn. It is not too 
early to order now. Use the blank en- 
closed and the special reply envelope. 
Have your supplies on hand at the first 
sign of spring. Be saving with your 


» time and money this stay-at-home year 


—use Scott’s.—Cordially yours, O. M. 
Scott & Sons Co. 


The 57 guinea pigs were each given 
a 5 lb. box of Scott’s grass seed ... 
“the orchid of lawn mixtures.” 


[] AN EXHIBIT BY MAIL COMPE- 
TITION has just been concluded by 
the Life Insurance Advertisers Asso- 
ciation. R. B. Reynolds of the Amer- 
ican Mutual Life Insurance Company, 
Des Moines, Iowa was the chairman 
of the Competition Committee. 
Judges for the contest were H. A. 
Hedges of Equitable Life of Iowa, 
Les Suhler of Look Magazine, Peter 
Ainsworth of Better Homes and Gar- 
dens and J. B. Ryan, Jr. of Bankers 
Life, all in Des Moines, Iowa. 


The annual meeting of the Asso- 
ciation was cancelled in the best in- 
terest of the war effort, but the of- 
ficers of the Association thought that 
the exhibits and the competition 
should be continued. The project was 
publicized by mail. The number of 
exhibit entries compared favorably 
with exhibits of former years, and 
the members of the Association were 
told about the results in an attrac- 
tive 12 page, 6 x 9 booklet. All ex- 
hibits which won awards of excel- 
lence are being assembled in port- 
folio form, for display at the “round 
table” in cities where a number of 
insurance companies are domiciled. 
Later on they will be made available 
for the study of individual member 
companies. 


[]) SPIRALASTIC, That's a clever an- 
nouncement made by the Spiral 
Binding Co., Inc., 406 West 3lst St., 
New York ... about its new color- 
ful, attractive, lightweight, tough 
new binding called Spiralastic. If the 
product is as good as the breezy and 
rapid fire 6” x 8”, 16 page and cover 
booklet, it should be a lulu. Try to 
get a copy of the promotion piece. 


[)}) TRAVELING BUSINESS MEN 
seem to be having trouble with their 
mail service. On account of the un- 
certainty of hotel reservations, many 
business men on the road are afraid 
to give a definite address in each city 
to be visited because they may not 
be able to register at the hotel of 
their choice. Sometimes, if they give 
an address in advance and they have 
to stay at another hotel, their mail 
is delayed. 


Several readers of The Reporter 
have suggested that the Post Office 
should put in a new service at the 
General Delivery windows. The idea 
being that business men could have 
all mail forwarded to General De- 
livery and then no matter what hotel 
they landed in they could telephone 
General Delivery to find out whether 
any mail is there. 


Some business men who have tried 
that idea complain because General 
Delivery will not answer telephone 
inquiries. The business man must 
travel from his hotel to the Post 
Office to find out whether or not 
mail has arrived. 


The Reporter has discussed the 
situation with the Post Office. Every- 
one seemed sympathetic with the 
present confused situation, but the 
obstacles are just about insurmount- 
able. We are not at liberty to talk 
about all the disadvantages of having 
General Delivery answer inquiries 
about mail over the telephone. But 
those of you who know the way some 
people have misused the General De- 
livery service can appreciate the ob- 
jectionable features. There is little 
likelihood that the Post Office can 
change its policy. If you have mail 
sent to General Delivery, you will 
have to go to the Post Office to ask 
about it. 


It has been suggested that the 
hotels through their associations or 
their own individual promotion should 
announce to their business clientele 
that during these difficult days the 
hotels will be glad to handle incom- 
ing mail whether the traveling busi- 
ness man is registered or not. That 
would take care of the whole situa- 
tion. If a man was traveling to Wash- 
ington and thought he would be at 
the Raleigh, he could call the Raleigh 
even though he had found a room 
at the Willard, etc. Why don’t you 
hotel men publicize such a service? 
It would build you much good will. 


THE REPORTER 

















[(} ENVELOPE TESTING. Several 
months ago we asked for reports of 
tests made between specially de- 
Signed envelopes without copy. An 
interesting answer came from Kurt 
Vahle of Cupples-Hesse Corporation, 
St. Louis, Missouri. We quote part 
of his letter: 


Today the fifty Direct Mail winners 
for 1942, selected by the Direct Mail 
Advertising Association, were displayed 
in our City. They are without a doubt 
the finest collection I have viewed, 
representative of the best in the coun- 
try, yet only in two campaigns were 
the envelopes that carried these beau- 
tiful booklets, brochures, and folders, 
safely, spotless to destination shown. 
Of course I am prejudiced being with 
a firm engaged in the manufacture of 
envelopes; I should be. I cannot, how- 
ever, understand how any campaign or 
even an individual mailing could be 
effectively planned without giving some 
thought to how this piece of literature 
is going to be received by the reader 
both from a physical and mental stand- 
point. 


An envelope must be tailor made for 
each direct mailing. Consideration must 
be given as to who is the recipient of 
mailing; to the policy of the house do- 
ing the advertising; and to the mood 
of your mailing piece. An envelope can 
set the stage for the enclosure by mak- 
ing a simple announcement, by acting 
as a headline, an introduction to the 


story inside, by using an illustration 
that attracts favorable attention. It 
can employ the use of color in the pa- 
per; in the printing. 


These are only a few of the graphic 
and mechanical methods that should 
be utilized in planning the direct mail 
envelope. These are the same funda- 
mentals practiced by all good adver- 
tising managers in planning their en- 
closures, their campaigns. 

Reporter’s note: Following this in- 
troduction, our friend Kurt submit- 
ted a test which proved that a well 
planned envelope, an envelope that 
is designed as an integral part of the 
mailing piece, does pay dividends. 
The test quoted was taken from a 
service issued by a “Research Insti- 
tute.”” Upon investigation we found 
that the Research Institute took the 
test out of a long ago issue of The 
Reporter (September 1940, page 8) 
So we won't repeat it here. 


Poetical Direct Mail Again 

American Airlines have issued a 
humorous, practical folder with the 
intriguing title, ‘““Why Fish Don’t Fly 
With Flagships Every Friday.” Says 
Leonard Raymond whose organiza- 
tion modestly admits mothership of 
the piece: 


Properly speaking, of course, this 
piece is not really direct advertising. 
Nor is it directly concerned with the 
war effort. But we think you'll find 
it interesting because it involves one 
of the related functions of direct ad- 
vertising. Basically, this was an ex- 
planatory job—which might be defined 
as a nice way of telling people why 
you can’t do some of the things you'd 
like to do, or used to do. And certainly 
there are plenty of situations like that 
today. 


American’s dilemma—which led to 
the need for this folder—was one which 
might easily have given offense. For 
passengers might have felt no consid- 
eration had been given to those who 
do not eat meat on Friday. Actually, 
there is a very good reason why fish 
rarely appears on American’s Friday 
flying menu—and you'll find it in the 
sprightly copy on the inside of the 
folder. 


American Airlines beltieves—as we 
do—that oftentimes the best way to 
exnlain a difficult situation is to do 
it with a smile. And to others who 
may have similar problems—especially 
today—we offer this folder as a prime 
example of how it may be done. 


Reporter’s Note: Get a copy from 
American Airlines, Inc. There’s more 
truth than poetry in the idea that 
today you should try saying it “with 
a smile.” 










Y 
CURY PRODUCTS 


ECAUSE you must make the 
MOST of your machines for the 


duration, you must have depend- 
able accessories. 

Mercury Products are just 
what you need. They are pre- 
cision made. They last. They 
perform magnificently under all 
conditions. 

Because of this organization's 
skill in manufacturing to highly 
exact standards, we have been 
honored with government as- 
signments to produce vital 
mraterials of war. 
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MERCURY 





-LITH BLANKETS 
for your multilith 
duplicating machines 


MERCURY-LITH ROLLERS 


for your multilith 
duplicating machines 


MERCURY-GRAPH ROLLERS 


for your multigraph 
printing machines 
Custom made to ink any Fit your-press with just Brighten every job with 
form, producing quality the right tension, just the these smooth-gliding roll- 
work, to last longer and to right ‘‘give’’. Superb re- ers. Proper ink densities 
give satisfactory results. production qualities. everytime, everywhere. 
And-they LAST! 


RAPID ROLLER COMPANY 


D. M. RAPPORT, Pres. Federal at 26th Street, CHICAGO 








.}) UGLY RUMORS ARE FLOATING 
AROUND Washington and New York 
concerning the coming(?) trial of 
the 33 people who were involved in 
the propaganda mailing scandal. The 
33 people who were indicted were in- 
volved with Viereck, George Hill and 
Prescott Dennett in the Congression- 
al reprint franked mailings which 
had their clearing house in Hamil- 
ton Fish’s office. Viereck, you remem- 
ber, went to jail. George Hill, Hamil- 
ton Fish’s secretary, went to jail. 


We advised Reporter readers some 
time ago... to watch out for this 
case. It is supposed to be the final 
wind-up of the international conspir- 
acy to undermine America through 
the mail. 


Senators Wheeler and Nye and 
Congressmen Fish and Hoffman have 
been turning heaven and earth try- 
ing to get the indictments squashed 
or trying to discredit William Power 
Maloney and all the people who 
helped Mr. Maloney with evidence. 
The whole thing is coming to a boil 

. and it is a disgrace. 


Hoffman has made repeated speech- 
es on the floor of Congress saying 
that these 33 people are being per- 
secuted by a very bad Mr. Maloney. 
Senators Wheeler and Nye have is- 
sued frequent statements saying that 
Mr. Maloney should be investigated 
and that the indictments were perse- 
cutions. Hamilton Fish has attacked 
Mr. Maloney and the whole prosecu- 
tion. 


Latest developments are ... Sen- 
ator Wheeler got himself on the ju- 
diciary committee of the Senate. He 
called on Attorney General Biddle 
demanding that Maloney be taken 


out of the case. Shortly thereafter 
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William Power Maloney was “pro- 
moted” to “chief of the Criminal 
Trial Section of the Department of 
Justice.” The story has been circu- 
lated that Maloney will be “too busy” 
to handle the prosecution of the 33 
Nazi-lovers. There doesn’t seem to be 
anyone else in the Department of 
Justice able to handle the case, since 
Maloney has devoted himself exclu- 
sively to the investigation of the evi- 
dence since September, 1941. 


On January 30th Dr. L. M. Birk- 
head, national director of the Friends 
of Democracy sent a telegram to the 
Attorney General in which he said in 
part: 

“We are deeply disturbed by reports 

. about pressure on the Department 
to quash indictments against the al- 
leged seditionists. Reports and state- 
ments indicate threats of intimidation 
and blackmail against the Department. 
More and more people are alarmed lest 
the transfer of Mr. Maloney . . . means 
appeasement by the Department of cer- 
tain extreme isolationist elements in 
Congress and we seek reassurance that 
the charges will be pressed with fullest 
vigor. It would be disastrous to the 
morale of the country if the faith of 
the people in the Department of Justice 
were undermined by appeasement of 
any groups which fear the disclosures 
of the trial of the alleged seditionists.” 


If this indictment is squelched it 
will be the worst disgrace in the his- 
tory of the United States. It has been 
definitely established that Hamilton 
Fish’s office was the clearing house 
for the misuse of the mail and the 
franking privilege by Nazi-directed 
individuals. The franks of Wheeler, 
Nye, Fish and Hoffman and about 
fourteen other members of Congress 
were used in this abortive scheme. 
Naturally, when and if the 33 alleged 
seditionists come to trial, it will be 
impossible to prevent the names of 
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Fish, Nye, Wheeler and Hoffman be- 
ing mentioned in the evidence. Some 
of the indicted might even break 
down and confess what Wheeler, Nye, 
Fish and Hoffman had to do with 
their downfall. THAT . is what 
Wheeler, Nye, Fish and Hoffman are 
afraid of! 


If Wheeler and Fish and the rest 
of them are powerful enough to stop 
the Department of Justice in a trial 
which concerns all of us ... then we 
say that it is time for all of us to 
become afraid. 


We don’t Know what any of you 
can do about it, except that you might 
write to your Congressmen and ask 
them what they know about the re- 
ports in the newspapers that a cer- 
tain clique in Congress is trying to 
block and kill off a Department of 
Justice trial against 33 Nazi lovers 
who have been indicted, not by one 
Federal Grand Jury, but by two. 


The people who are represented( ?) 
by Senators Wheeler and Nye and 
by Congressmen Fish and Hoffman 
should ask these men... “why are 
you so anxious to prevent these in- 
dicted people from appearing in 
court? Are you afraid that they may 
incriminate you?” 


The constituents represented (?) 
by Wheeler, Nye, Fish and Hoffman 
might be more-than-inflamed if they 
knew more about the secret meet- 
ings of the plotters against the trial. 
Interesting also ... would be the list 
of lawyers and “money-raisers” for 
the defendants who visit the Con- 
gressional Defenders. It’s a mess! 
FLASH! Wheeler Wins!! William Power 
Maloney has been removed from case by 
Attorney General Biddle, who appointed a 


new prosecutor. It’s time for you to write 
your Congressman. 
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(] PENNY POST CARDS are recom- 
mended by Bernard Segal of the Hol- 
land Laundry, Jersey City, New Jer- 
sey as a challenge to all Direct Mail 
copy writers. Here’s what he has to 
say about it-—- 

“We have from time to time used 
penny post cards in our Direct Mail 
campaigns, but at present find them 
more useful than ever. Postcards can 
be made very attractive and they have 
this one advantage—the space is defi- 
nitely limited and copy has to be writ- 
ten carefully to get the point before 
it runs off the card. Beginners in Di- 
rect Mail—as well as old timers—can 
learn a lot about copywriting if they 
try getting their stories into a 34” x 
54%” space.” 


[] HOUSE MAGAZINE EDITORS 
might like the system being used by 
Howard Draving, advertising man- 
ager of the Fisher Scientific Com- 
pany, 711 Forbes Street, Pittsburgh, 
Pennsylvania, who edits a monthly 
house magazine called “The Labora- 
tory.” He has specially-prepared, rul- 
ed, blue sheets upon which manu- 
scripts of editorial material for each 
issue are typed. By counting the type 
lines within the rules, he can esti- 
mate the deletions or additions nec- 
essary for filling planned space. An- 
other similarly lined larger sheet al- 
lows estimating of type matter for 
columns, run arounds, etc. All very 
simple. 


In Mr. Draving’s words, ‘aside 
from the financial gain, it also saves 
wear and tear on the editor’s nerves 
because he is relieved of the last 
minute trouble in juggling type, mak- 
ing deletions, or additions because 
his copy does not fit the space.”’ 


Mr. Draving also reports that the 
system was used on their 1,000 page 
catalog and they saved a probable 
several thousand dollars in author’s 
alternation charges because each 
page was tailored made right in his 
office before it went to the printer. 
Those interested might be able to 
borrow sample sheets from Howard 
Draving. 
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[}) FOUR WARTIME DUTIES of ad- 
vertising are getting wide circula- 
tion. Robert A. Willier, general ad- 
vertising agent of the Wabash Rail- 
way Company of St. Louis, made a 
talk sometime ago and listed these 
four duties of advertising. 


1. Speed up production in the inter- 
est of national defense. 
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. Safeguard the advance already 

made by American business. 

3. Rebuild and strengthen the con- 
fidence of the American people in 
the democratic way of life. 

4. Pave the way for speedy economic 

recovery after the war emergency. 


to 


From far off Sydney, Australia, re- 
cently arrived a clipping of an ad- 
vertisement sponsored by the Mel- 
bourne Herald which featured the 
four duties. We all have a community 
of interest. 


[] HELP THE TREASURY DE- 
PARTMENT by enclosing War Bond 
literature in your mailings. Here’s 
an interesting letter on the situa- 
tion from Ralph Will, advertising 
manager of Eastern Corporation, 
Bangor, Maine: 


You asked your readers to tell you 
what they were doing to help the war 
effort. In our case we offered the use 
of our Mailing List for distribution of 
War Savings Bond literature. The Trea- 
sury Department responded promptly 
and gratefully, sending us supplies of 
each of the attached two War Savings 
Bond leaflets. We intend to use these 
as enclosures in our regular periodi- 
cal mailings—thus helping to promote 
War Savings Bond sales through the 
use of our national Mailing List. 


I presume other advertisers are do- 
ing the same thing—anyway, we are, 
and you might want to remind Report- 
er readers about this service which 
they can render. 


[]}) HERE’S A PUZZLER to quicken 
your wits. 


The bus driver charged a lady full 
fare (10c) for her son because he had 
on long pants. At the next corner an- 
other lady got on. Her little boy had 
short trousers, so the bus driver 
charged her half fare (5c). 


Two blocks later a lady got on. The 
bus driver didn’t charge her anything. 
Why? 


Don’t look now, but... the answer’s 
on page 31. From Viapost, Albany Pub- 
licity Service, Inc., Albany, New York. 


- IT SURE FLIES: 


Your reminder that my two year 
subscription to The Reporter has ex- 
pired is another indication of how time 
flies. A lot has happened during the 
past two years, in Direct Mail as in 
other things, and a lot more is bound 
to happen during the next two years, 
and we would like to keep informed 
on Direct Mail developments as well 
as World War affairs. I therefore attach 
my renewal for another two years. 
A. D. Smith, Lumber, Amherst, Nowa 
Scotia. 
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"Dear Madam: 


We've just received a shipment of genuine 
Indian jewelry from far off Arizona.... 


ARE YOU REACHING 
THE RIGHT PEOPLE? 


For your next mail promotion use a list 
of right people . . . people who are 
known to be buyers of products and ser- 
vices similar to your own. We don’t 
own lists but we do know where to get 
them . . . 2000 privately owned lists— 
more than 80 million names—are regis- 
tered with us and available on a rental 
basis. Cost is low—service is fast. Tell 
us the people you want to reach—we'll 
make suggestions without obligation. 


D-R SPECIAL LIST BUREAU 


(Divist1ON OF Dickik&-RAYMOND, INC.) 


80 Broad Street 


Boston, Mass. 
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CLASSIFIED ADS 


Rates, 50c a line—minimum space, 3 lines. 
Help and Situation Wanted Ads—25c per 
line--minimum space 4 lines. 








ADVERTISING AGENCIES 


Sell your product nationally through mail 
order advertising. We show you _ how. 
Martin Advertising Agency, 171P Madison 
Avenue, New York. 





EQUIPMENT 





SAVE HALF on Mimeographs, Multi- 
graphs, typewriters. Write for list of 
other bargains. Pruitt, 69 Pruitt Bldg., 
Chicago. 





VMULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments—Sold. 
Bought, Traded-In and Repaired. Write us 
your requirements. Chicago Ink Ribbon 
Co., 19 S. Wells St., Chicago, ,IIl. 





LETTERHEADS 
“EXCELLENT” says Printers Ink about 


“Letierhead Design and Manufacture.” 
Mail $5.00 to Fredericks Co., 68 Nassau 
St., N.Y.C. Money refund guarantee. 











MAILING LISTS 





UNLIMITED COVERAGE of exclusive rent- 
al lists, including mail-minded book and 
magazine buyers. Explain needs. Associated 
Services, 741 Gott St.. Ann Arbor, Mich. 





MAILING LIST RENTALS 





1,000,000 NAMES FOR RENT 
Our advertising brings nerly 1,000,000 
new mail-order novelty buyers each year. 
Complete information sent upon request. 
Jchnson Smith & Co., Detroit, Mich. 





MULTIGRAPHING SUPPLIES 





RIBBONS, INKS AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the Re-Manu- 
facturing of used ribbons. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, Ill. 
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[] “SHOULD LAWYERS WRITE 
BOOKLETS ?” would make an inter- 
esting article or speech topic 


This reporter has spent many 
hours reading various instruction 
booklets and bulletins issued by gov- 
ernment departments for ‘business 
men audiences.” We honestly believe 
that these government booklets 
should be taken out of the hands of 
legally trained copywriters. Let the 
lawyers okay the copy after it has 
been written by a copy expert... 
for accuracy and for legal interpre- 
tation. 


But someone in Washington should 
realize that these booklets issued 
to business men are nothing more or 
less than “war propaganda.” They 
are necessary war propaganda. They 
should be written to inform and to 
enthuse business men. 


In the booklet entitled “Controlled 
Materials Plan” we find the follow- 
ing paragraphs. 


In co-operation with the other Claim- 
ant Agenices, the Office of Civilian Sup- 
ply shall translate requirements from 
Class B products into requirements for 
controlled materials which must be pro- 
vided from the allotment of each Agen- 
cy in each relevant time period; 


If no fabrication bottleneck exists, 
the Industry Branch, with the approv- 
al of the Claimant Agencies, shall de- 
vise an authorized schedule to meet the 
total requirements of the Claimant 
Agencies for those plants which are to 
produce the specified product and issue 
allotments of controlled materials to 
prime consumers, charging these allot- 
ments against such Agencies in amounts 
as agreed or as determined by the Vice 
Chairman. 


Those two paragraphs are not ex- 
aggerated specimens of the language 
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New Markets for War and Peace 


McGraw-Hill Industrial Mailing Lists give 


Today's 
K advertisers access to the executives and technicians who 
now control by far the greatest share of the nation’s 
buying power. 
: industrial organizations are using these lists 
than ever before, and, for the most part, with increas- 
i) ingly successful results. Mail-order sellers, too, are hit- 
ting these names hard because these men have personal 
buying power also. 


1943 list counts, rates and descriptions are now avail- 
able. All McGraw-Hill lists are nation-wide and guaran- 
teed accurate. Please schedule tests well in advance so 
that mailing dates can be reserved. 


McGraw-Hill Publishing Co., Inc. 


330 West 42nd Street 


DIRECT MAIL DIVISION 


New York, N. Y. 
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used throughout 24 pages of tedious, 
tiring and boresome explanation. 


This reporter has been reading all 
kinds of copy for a long, long period 
of years ... but we'll be darned if 
we can understand some of the copy 
that appears in some of the booklets 
issued by Washington Agencies. 


In the particular booklet under dis- 
cussion, there was enclosed a form 
letter from Donald M. Nelson. In it 
he states that every government 
agency, plant, contractor and individ- 
ual, directly or indirectly affected 
by it, must fully understand it. The 
letter states “meanwhile, may I cau- 
tion against jumping the gun on in- 
terpreting the specific part each par- 
ticipant is to play under the plan.” 
Boy, is that an appropriate caution! 


With Donald Nelson’s background 
of long experience in the mail order 
field, why doesn’t he hire some of the 
Sears, Roebuck copywriters to pre- 
pare the booklets so that there won't 
be any trouble in _ interpretation. 
They would make the booklets as 
simple as A-B-C. 


[}] ORDER FORM ADVERTISING is 
still going around. Herb Ahrend of 
the D. H. Ahrend Company, 52 Du- 
ane Street, New York City, thinks we 
ought to take “a crack” at these “in- 
dependent directory publishers’ who 
send out what looks like an order 
form bearing a tipped-on sample of 
the addressed firm’s listing. The 
tipped-on sample is cut from the 
yellow pages in the Red Book sec- 
tion of standard telephone director- 
ies. It is true that the order form 
States in small type “attached copy 
appears in another publication and 
this form is not a renewal or proof, 
but if signed and returned is an au- 
thorization to publish an advertise- 
ment in our directory” ... but to 
the casual recipient, this order form 
simply looks like a request for copy 
Okay on a listing already appearing 
in the advertised directory. 


Direct Mail is powerful enough in 
its own rights. If your product is 
good, you don’t need to use trickery 
to sell it by mail. If your product is 
no good, or if you need trickery to 
sell it, you should not be using the 
mail. 
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(| IDEAS FOR THE REPORTER are 
pouring in with every mail. Like this 
one :— 


The Reporter arrived about an hour 
ago and as a consequence I haven't as 
yet looked through the rest of my 
mail. 


It reminds me of a subscription letter 
I wrote for the old Mailbag a war ago 
which pulled even on a re-mailing in 
1924. 


It went something like this—no fill 
in— 


A Dollar a Year Man 
In Washington— 


Syracuse, Oskaloosa or Chattanooga 
wouldn’t do you nearly as much good 
in these troubled and unsettled times 
as the $3.00 a year Reporter of Di- 
rect Mail Advertising which brings 
you everything from everywhere to 
make. your direct mail advertising 
more effective. 


Go on from there. 
Here’s another— 


Nobody is as Smart 
As Everybody— 


and everybody is smarter than any- 
body. ‘The Reporter’ is smart be- 
cause it collects everybody’s ideas 
on Direct Mail and presents them to 
you. 


And another lead which would be 
timely— 


My Wife’s First Aid Instructor 
Said: 

It is perhaps more important to 
know what not to do. 


That applies to Direct Mail as well 
as to First Aid and The Reporter 
carries the ‘don’ts’ that save you 
money as well as the ‘do’s’ which 
will make your Direct Mail more 
profitable. 


I haven’t made up my mind about 
your check square idea. 


Your work in routing the rats who 
misused their franking privilege is 
commendable. Too bad you could only 
catch the mice. Let us all remember 
that Quisling was a native Norwegian. 
Our Quislings are American citizens. 
They will do us more harm than any 
actual Nazis in this country. 


My old uniform still fits and I have 
a low draft number.—Cordially yours, 
KE. J. Sirmay, Advertising Manager, 
The Tropical Paint & Oil Co., Cleve- 
land, Ohio. 


Reporter’s Note: We print this let- 
ter with a mixture of selfish and 
helpful motives. We believe The Re- 
porter contains ideas which will help 
any business during this time of 
emergency. The Reporter circulation 
is limited to what we fondly call 
“the cream of the crop.” It should 
reach many more people. Our best 
source of new subscribers is the 
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word-of-mouth recommendation of 

friends. If every reader of The Re- 

porter would check this item—and 

induce a_ business friend to start 

reading The Reporter, that would be 
. wonderful. 


_]) BEST SPECIAL LETTERHEAD dra- 
matizing the tire situation is being fur- 
nished to representatives of the Sweat- 
er Division of the Jantzen Knitting 
Mills, Portland, Oregon. In an attrac- 
tive block at the top of a double fold 
letterhead, are sketches of a car, a 
tire, a gas pump and a typewriter. 
Words set underneath and between 
sketches make the whole block read— 
car minus tires minus gas equals 
letter. A small sketch of a man’s body 
is pointing toward the block. Imprinted 
over the sketch is a halftone portrait 
of the salesman’s face. His name and 
connection is printed below the sketch. 
These special letterheads are used by 
Jantzen salesmen for keeping in con- 
tact with customers and prospects. The 
best job yet! Adaptations of it could be 
used in many industries without con- 
flicting in any way with Jantzen’s orig- 
inal treatment. 


[] SHOULD ADVERTISING BE 
CURTAILED? Most of you, we sup- 
pose, read the newspaper reports 
about the one hundred economists, 
political scientists and other educa- 
tors from American colleges and uni- 
versities who signed a joint letter 
urging governmental action to cur- 
tail the present volume of advertis- 
ing. 


It is indicative of something or 
other that none of the professors 
listed represented any of the well 
known or respected marketing 
courses in any of the reputable col- 
leges. Their letter to Henry Morgen- 
thau, James Byrnes, Donald Nelson 
and Leon Henderson made about as 
much sense as would a letter from an 
irresponsible group suggesting that 
all churches be closed for the dura- 
tion to save fuel oil, or to provide 
barracks for soldiers. 


The Reporter will not waste space 
arguing this case ... but for anyone 
who is interested, we suggest that 
you write to the Advertising Feder- 
ation of America, 330 West 42nd St., 
New York City for its bulletin on 
the subject. 


Answer to Bus Puzzler. The lady 
had a transfer. 









$75,000 Reward 
from 700 letters 


An industrial engineering firm 
(name on request) commissioned 
the D. H. AHREND CO. to 
create and produce a series of 
letters directed to a list of 700 
large corporations. The results 
to date total $15,000 in con- 
tracts. 


Thus another Ahrend direct 
mail campaign rang the bell, 
demonstrating why many of the 
clients in our Ledger #1, of 50 
years ago, are still on our books. 


Without obligation, an 
Ahrend account executive will 
gladly call (within the New York 
metropolitan area) to discuss 
your problem. 


D.H. Ahrend Co.,Inc. 
52 Duane St., New York, N. Y. 
WoOrth 2-5892 


A complete Direct Advertising 
Agency 








Enter 
Subscription to 
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~) NEW HOUSE MAGAZINES. E. M. 
Pritchard sent us copies of his new 
hm. “Kitchen Peabody News’’—a 
four page, 84%” x 11” publication put 
out by The Kitchen Overall & Shirt 
Company, Brantford, Ont., Canada. 
He tells us it has proven “a swell 
substitute for their travelers less fre- 
quent calls.” 


Harry Botsford of Hill and Knowl- 
ton, New York City (advertising 
agency) sent us a copy of Vol. 1, No. 
1 (January 1943) of “Ships” pub- 
lished by the National Council of 
American Ship Builders, 21 West 
Street, New York City. 32 pages and 
cover, 542” x 8”. A beautifully exe- 
cuted piece of work. Sort of a com- 
bination of Readers’ Digest and For- 
tune style. 


W. H. Jones of the Todd Shipyards 
Corporation, 1 Broadway, New York 
City sends us Vol. 1, No. 1, (January 
15, 1943,) of “Wartime Keel,” a new 
streamlined newspaper style house 
magazine ... “to bolster the morale 
of employees.” It is on coated stock 
and the pictorial style is excellent. 


E. Hurlburt, advertising manager 
of the Ritter Company, Inc., Roches- 
ter, New York sends Vol. 1, No. 1 
(January 1943) of “The Ritter Flood- 
Lite” . another newspaper style, 
coated paper publication for employ- 
ees. Says Ed Hurburt... “We have 
no intention of making it interesting 
to outsiders. However, the first issue 
was mailed to 2,500 dealers, sales- 
men, etc.” This reporter was pleased 
to see that the first issue reprinted 
an article from The Reporter, “How 
to Write to Service Men.” 


C. H. Rosene sends along copies of 
“Do-All Digest” h.m. of Continental 
Machines, Inc., Minneapolis, Minne- 
sota. Also a newspaper style, coated 
paper publication for employees. We 
like it because it ties-in with the 
Victory projects of the government. 
Mr. Rosene writes “following 
the leads obtained through your mag- 
azine we have contacted various gov- 
ernment offices requesting that they 
place our name on their mailing lists 
to receive timely news items for our 
house organ on rationing, war bond 
purchases, man power, etc.” 


Howard Draving sends us Vol. 1, 
No. 1 (January 1943) of “The Tri- 
angle” h.m. of the Fisher Scientific 
Company, Pittsburgh, Pennsylvania. 
Also in tabloid newspaper style on 
coated paper. For employees of the 
Pittsburgh office and two other as- 
sociated companies in New York City 
and Montreal, Canada. 


Many forms of Direct Mail have 
suffered because of the war .. .. but 
we can honestly say that house mag- 
azines have been improved. One rea- 
son is that house magazine editors 
have more important news to write 
about than ever before. They are 
taking their jobs more seriously. May- 
be the house magazine editors should 
remember that when the war is over. 
It should be a good lesson for peace 
time. 


-] MEMBERSHIP IN THE NATION- 
AL INDUSTRIAL ADVERTISERS 
ASSOCIATION has grown to an all 
time high of 2050 members .. . ac- 
cording to Allen P. Colby, Vice Presi- 
dent of the Association in charge of 
the membership drive, and advertis- 
ing manager of the National Supply 
Company, Toledo, Ohio. 


That seems to be a healthy indi- 
cation ... and we congratulate the 
Association on its current “Victory 
Promotion Plans” which tie-in in- 
dustrial advertising with government 
Victory projects. 


We also learn that the member- 
ship of the Direct Mail Advertising 
Association is holding up very well. 
More new members were secured in 
January 1943 than in a similar pe- 
riod during past years. 


Incidentally, we are wondering 
how many of you D.M.A.A. members 
have noticed the marked improve- 
ment in the bulletins? In step with 
the times, the bulletins have become 
more and more a digest of important 
articles and bits of news which are 
appearing in all of the trade and ad- 
vertising papers. It is a fine service 

. and it is good to Know that it is 
being appreciated. 


[}) ALL COLORS ARE AVAILABLE 
according to a bulletin just issued by 
the National Association Printing Ink 
Makers. They claim that there is 
‘no restriction on the use of color in 
advertising, publishing or printing.” 
The bulletin continues: 


Due to the decline in consumption of 
color used in many fields which have 
been curtailed since the start of the 
War and further due to modern re- 
search which anticipated many of the 
problems presented, there will be an 
ample supply of color inks for per- 
missible uses. 


During the year 1942 there were re- 
strictive orders affecting the Printing 
Ink Industry and yet the Industry 


served its customers satisfactorily. At 
no time was anybody deprived of color 
inks. In so far as availability of color 
inks is concerned, that situation will 
continue. 


If you contemplate a color job, don't 
let some unfounded rumor or irre- 
sponsible gossip about color scarcity, 
determine your course. Consult your 
printer or lithographer. He is in con- 
Stant touch with his inkmaker who 
will acquaint him with the facts. 


[} TO OVERCOME MANPOWER 
SHORTAGE .. . Charles Morris of 
J. E. Linde Paper Company, 111— 
8th Avenue, New York, mailed a let- 
ter with a book containing a pack of 
twelve return order cards. The let- 
ter worked so well, that we are pass- 
ing it along in full to the readers of 
The Reporter. Same idea could be 
used in many lines of business. 


Dear Mr. Neare: 


Our salesmen should be twins these 
days ... honest! 


No, not because they’re overwhelmed 
with business, Mr. Neare. 


Rather because each salesman _ is 
pinch-hitting for his former associates 
now in the Armed Forces. They’ve not 
only their own good customers to ser- 
vice . . . but the customer-friends of 
the boys who’re off to the wars. 


That means spreading Jack Davies’ 
time. That means you see Jack less 
often ... but please don’t feel he’s 
neglecting you. Jack and his fellow 
salesmen are helping the servicemen 
“hold” their accounts. Because the ser- 
vicemen still collect 50 per cent of all 
the commission earned on their sales. 
They're off somewhere fighting for us 
“stay-at-homes,” and we (J. E. Linde 
Paper Company) and they (fellows like 
Jack) want to “keep the home fires 
burning” till the boys come home. 


Please, though, don’t think we're cry- 
ing on your shoulder. 


We know we're lots more fortunate 
in the loss of top notch employees than 
many of our friends in the trade, but 
we do want to go on record with you. 


That’s why we're sending along a 
book of post paid order cards ... so 
you can mail in your regular orders. 
You won’t have to hop to your phone 
every time you need paper .. . and 
besides, the mailman calls here four 
times a day. You won’t lose any time 
in getting your paper. 


Won’t you put these order cards to 
work for Jack and J. E. Linde Paper 
Company? We'll be deeply grateful to 
you and promise to render, in every 
way, the best of service to your needs. 


My thanks for your cooperation. 
(Signed.) 
P.S.: Please be patient with our office 
folks, too. Some are new at the paper 


business but they’ll learn. They're 
studying hard. 
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